Building a Model of Consumer Warfare Theory by Burns, David et al.
Georgia Southern University 
Digital Commons@Georgia Southern 
Association of Marketing Theory and Practice 
Proceedings 2017 
Association of Marketing Theory and Practice 
Proceedings 
2017 
Building a Model of Consumer Warfare Theory 
David Burns 
Jennifer Hutchins 
Rick Mathisen 
Follow this and additional works at: https://digitalcommons.georgiasouthern.edu/amtp-
proceedings_2017 
 Part of the Marketing Commons 
This conference proceeding is brought to you for free and open access by the Association of Marketing Theory and 
Practice Proceedings at Digital Commons@Georgia Southern. It has been accepted for inclusion in Association of 
Marketing Theory and Practice Proceedings 2017 by an authorized administrator of Digital Commons@Georgia 
Southern. For more information, please contact digitalcommons@georgiasouthern.edu. 
 Association of Marketing Theory and Practice Proceedings March 2017 1 
Copyright of the Author(s) and published under a Creative Commons License Agreement  
http://creativecommons.org/licenses/by-nc-nd/3.0/us/ 
Building a Model of Consumer Warfare Theory 
 
David Burns 
Kennesaw State University 
Jennifer Hutchins 
Kennesaw State University 
Rick Mathisen 
Kennesaw State University 
 
ABSTRACT 
 
Consumer Warfare Theory was first proposed by Burns, Manolis and Warren. The original work 
hypothesized six strategies that consumers would pursue when a rival consumer purchased a 
product.  
 
A study was conducted to assess the affect towards one’s rival that determines the strategies of 
product purchases. A model was hypothesized that reflected the strategies that rivals followed 
given the affect toward one’s rival. 
 
The positive and negative affects were measured with multiple scales. The hypothesized 
strategies were also measured with multiple scales. The scales formed indicator variables for the 
constructs in the model. 
 
Several models were evaluated to assess the path coefficients, reliability and validity. The 
analysis was conducted using SmartPLS. 
 
Initially the model with positive affect and five hypothesized constructs of product purchase 
reaction was tested. A factor analysis of the positive and negative affect indicators resulted in 
two factors that were negatively related. Therefore the positive affect was chosen for the initial 
model construct. The results indicated that the model had good fit but did not have discriminant 
validity as the HetroTrait-MonoTrait Ratio indicated that two of the constructs did not have 
discriminant validity. In addition, the path coefficient for one construct was not significant. 
 
After eliminating two indicator variables and combining the two constructs that did not have 
discriminant validity, the model still had a non-significant path coefficient for one of the affect 
constructs. 
 
The model was then modified to include both positive and negative affects. The process of 
evaluating alternative models and eliminating the same indicators in the previous model was 
repeated. Adding the negative affect resulted in a model with significant path coefficients for the 
construct that had non-significant path coefficients in the previous model. The final model had 
discriminant validity. 
 
The research summarizes the development of a final model that was reliable and valid. 
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